BECTHHUK INEPMCKOTI'O YHUBEPCUTETA. POCCUMCKAS U 3APYBEXHAS ®UIOJIOTUA
2020. Tom 12. Beimyck 2

UDC 81°25
doi 10.17072/2073-6681-2020-2-63-71

FIGURATIVE LANGUAGE IN TRANSLATION
OF TAIWANESE COMMERCIAL ADVERTISEMENT

Elena L. Yakovleva
Ph. D., Assistant Professor in the Department of English Language

Wenzao Ursuline University of Languages
900, Mintzu 1% Rd., Kaohsiung, 80793, Taiwan. elena.yakovleva75@gmail.com

ORCID: http://orcid.org/0000-0002-8485-5860
Submitted 03.02.2020

IIpockda cchblIaThCs HA ITY CTATHIO B PYCCKOA3BIYHBIX HCTOYHHKAX CJIEAYIOLIUM 00pa3oM:

Yakovleva E. L. Figurative Language in Translation of Taiwanese Commercial Advertisement / Bectauk [Tepmckoro
yHuBepcurtera. Poccuiickas u 3apy6exnas ¢umonorus. 2020. T. 12, Beim. 2. C. 63-71. doi 10.17072/2073-6681-2020-
2-63-71

Please cite this article in English as:

Yakovleva E. L. Figurative Language in Translation of Taiwanese Commercial Advertisement. Vestnik Permskogo uni-
versiteta. Rossiyskaya i zarubezhnaya filologiya [Perm University Herald. Russian and Foreign Philology], 2020,
vol. 12, issue 2, pp. 63—71. doi 10.17072/2073-6681-2020-2-63-71 (In Russ.)

This study is an analysis of Taiwanese companies’ promotional texts. The products advertised in-
clude computer programs and games, high-tech computer equipment, machinery, spare parts for cars, LEDs,
cosmetics, and other goods for distribution in Russian-speaking markets of CIS countries. Therefore, the tar-
get language (TL) of translation was Russian. The researcher has been collecting Taiwanese promotional
translation texts for over ten years. This research utilizes an empirical inductive method and is supported by
relevant translation theories such as Skopostheorie by Vermeer [1989] and re-contextualization theory by
House [2008]. The article analyzes the difficulties in translating promotional materials from Chinese as
the source language (SL) into English as the intermediary language (IL) and then from English into Russian
as the target language (TL). The article demonstrates how an intercultural competence can be developed in
doing international business when there are language barriers. Data analysis has revealed that Taiwanese
promotional texts frequently use epithets, metaphors, idioms, sayings and proverbs which are integral to
Chinese culture and speech. This type of figurative language is often difficult to translate due to cultural dif-
ferences and lack of equivalent meanings or insufficient encyclopedic knowledge. In order to accurately
convey the essence of the text translated, deliver effective promotional materials, and maintain the attrac-
tiveness of the product being advertised for the companies and their end users, a translator must become an
intercultural mediator. This research will provide a greater insight into the interlingual and intercultural chal-
lenges and offer translation strategies that can assist translators in producing more accurate translations and
maintaining more positive intercultural relations between Taiwan and other countries. This intercultural re-
search will contribute to a greater understanding of how Taiwanese products can be better promoted in Rus-
sian-speaking markets.

Key words: cultural intermediary; domestication; encyclopedic (interdisciplinary) knowledge;
equivalence; foreignization; re-contextualization theory; Skopostheorie; translational creativity.

Introduction semi-conductors, Gmor rubber and Ruby Rose cos-

Taiwanese companies must translate promotional — metics are already world famous. However, based on
materials in order to advertise their products in in- the author’s experience, foods, teas, intellectual toys,
ternational markets. This requires the translator to environmental products, LEDs and high-tech prod-
adopt the correct strategy that will best promote ucts are now increasingly in need of promotional
Taiwan’s products internationally. Taiwanese com- translations. Detailed promotional materials must be
panies such as Acer and Asus computers, Foxconn presented professionally in the TL and appeal to
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consumers in the various countries, where the prod-
ucts will be sold. Yakovleva [2016] found that prod-
uct translation must be consumer-friendly and con-
tribute to the products’ success in the targeted lan-
guages, especially in the countries where English is
not common such as France or Russia.

Taiwanese companies often ask the translation
agencies to translate the description of their products
to promote them on the international stage. For the
translation, the companies provide the products’ de-
scription with ingredients or raw materials used or
user’s manuals. Their commercial texts may also
contain advertising slogans of the company or their
product. These often include Chinese legends, his-
torical characters, proverbs, sayings or idioms. This
type of figurative language can impede the transfer
of meaning from the SL into the TL, which may be
translated into two or sometimes three languages, all
of which have diverse cultures. Therefore, the trans-
lator must make the original idea comprehensible in
the target language and culture.

Another challenge that the translator faces is that
the translation does not come directly from the SL
such as Chinese and is usually translated into the IL
such as English before it is then translated into the
TL. In Taiwan, English is usually the chosen inter-
mediary as many businesses are already established
in English-speaking countries. Since English is the
international language, many Taiwanese companies
have already created websites in English. Therefore,
the source language (SL) risks losing its original
meaning when it is translated into the intermediary
language (IL) and then finally into the target lan-
guage (TL): SL — IL — TL.

Objective and Methodology

This article provides deeper insight into Taiwan-
ese business culture by illustrating how Taiwanese
companies use figurative language with metaphors,
proverbs, sayings and idioms etc. when developing
their promotional materials. It also demonstrates
how the author can carry out the role of cultural me-
diator by either utilizing a cultural equivalent or
provide explanations that can be culturally under-
stood in the TL.

Data was derived from the author’s thirteen years
of translation experience with about one hundred
files which are mainly Chinese as the SL, with Eng-
lish as the IL and Russian and German as TLs. It is
to mention that some of Taiwan’s translation com-
panies insist on not using any sort of translation
technology; however, Google translate is highly rec-
ommended as a tool for translators. It saves time and
was used while translating the examples of this re-
search data analysis. Translation software can be
very helpful in translating the SL into the TL. It is
imperative that the translator revises the text by se-
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lecting precise words, refining the language and in-
serting corresponding cultural realms into the TL.
The Russian equivalent of Google translate is slova-
ri.yandex.ru, which was often utilized when translat-
ing colloquial wording or idioms into Russian.

This research examines many cultural aspects
that translator faces when attempting to translate
Taiwanese companies’ promotional materials in the
international market. The content is based on the
author’s own translation experiences (usually from
English into Russian and German). These include
dealing with the Taiwanese cultural context that is
often present and so the content must be culturally
understood in the target country.

This research utilizes qualitative inductive prac-
tice-oriented investigation methodology, where the
author provides a thorough analysis and generalizes
the results. The empirical analysis applies translation
theories mentioned below, whereas the translator
acts as a cultural mediator by using a “cultural fil-
ter”. This will then construct the perfect combination
of linguistic and cultural mediation, which is para-
mount for any substantial marketing strategy and
multilingual translation. This type of detailed analy-
sis fundamentally links language and culture within
the translation process and provides multi-faceted
perspectives that can increase the success of a multi-
national business.

Theoretical framework

Chinese culture is rich in stories, legends, meta-
phors, sayings, idioms and proverbs that are inte-
grated into written and spoken communication
[cf. Xiao 2016]. Chinese speakers often apply them
to promotional materials that are going to be trans-
lated into other languages. This can potentially bring
about confusion or cross-cultural misunderstandings.
As shown below, some Taiwanese companies even
include such cultural nuances in their product de-
scriptions. If translations are not carried out meticu-
lously, this type of figurative language could cause
confusion and will not be understood by end con-
sumers. Sometimes, the equivalent meaning can be
found in the IL (English), which brings a more au-
thentic meaning to the translation. However, often
these texts are so culturally specific that they either
require a more detailed explanation or understanding
of a TL equivalent. This makes it challenging to
maintain concise meanings when Taiwanese compa-
nies use culturally specific, figurative language that
has come from the original Chinese text and then
translated into English and then into Russian for the
Russian-speaking markets.

Since cultural awareness is crucial for advertising
that often includes metaphors and idioms in its SL,
Skopostheorie by Hans J. Vermeer [1989] will be
applied in this study. In commercial translation,



Axoenesa E. JI. Ducypamuenwiii 361K 6 nepesooe mausanbCKol KOMMEPYECKOU PeKaaMbl

“phonetic appeal, suitable meaning, socio-cultural
adaptation, and consumer acceptance” is important
for products to reach target consumers from different
cultures and be successful in international markets
[cf. Sang & Zhang 2008: 225ff]. Therefore, it is
clearly important to take into account the linguistic
and cultural aspects of promotional materials. This
functionalist approach emphasizes the translation of
the targeted text, with the source text being of sec-
ondary importance [Sang & Zhang 2008: 232].
Vermeer [1989: 14] found that in order for a compa-
ny to achieve success in their marketing, the transla-
tor needs to fully understand the cultural conditions
of the source context. Since the culture and language
is a dynamic process, the translator needs to decide
what can be made comprehensible and acceptable,
even when working with taboo topics [cf. Sang &
Zhang 2008: 235]. He and Xiao [2003: 131] also as-
serted that texts should suit local markets linguistical-
ly and culturally and meet international legalities,
while still conveying concise product information.

House’s [2008] translation theory coined the terms
“Re-contextualisation and the Third Space phenome-
non”, which also emphasizes linguistic-cultural rela-
tiveness through the following methodology:

— Integrate extra-linguistic world which is per-
ceived differently by speakers of the L1 and L2

— Use translator’s creativity

— Bridge juxtaposed language and cultural gaps

— Use functional pragmatic equivalence of con-
verted translation from the original text when it ap-
pears in the L2 context

— Identify equivalences while maintaining the
context

— Manipulate the language in order to satisfy any
existing cultural filters.

Benjamin [1923/1977] and Bhabha [2000] both
found that in translation, untranslatability is a com-
mon phenomenon. He and Xiao [2003: 135] figured
out that every language has its own unique lexicon,
of which its endemic existence can only be found in
that specific culture.

M. Baker [1992] categorized translation into four
levels of equivalence:

1. Word Level and above Word Level Equiva-
lence (meaning single words and expressions may
require combination of words for an equivalent
translation)

2. Grammatical Equivalence (number, person and
gender, tense and other grammatical aspect and
voice congruence that often vary across languages)

3. Textual Equivalence (word order and cohesion
variations)

4. Pragmatic Equivalence (variations in cultural
communication and context).

In regard to pragmatic equivalence, Cuellar [2002]
grants the translator artistic license to identify con-
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textual equivalence that may not already be in exist-
ence and therefore needs to be formulated by the
translator. This often includes metaphors, sayings
and idioms. R. Jakobson’s [1959: 238] research ap-
plied the term ‘creative transposition’ to inter-
lingual translation, where cultural and verbal cues
were interpreted in other languages.

Besides linguistic and cultural competence, the
translator may also need to provide encyclopaedic
knowledge to the context. According to Sperber and
Wilson’s [1986] Relevance Theory which was later
also emphasized by A. Vermes [2007], assumptions
are sometimes required for some contexts, particu-
larly when the translator is not given detailed infor-
mation and provided with only textual implications.
Vermes [2007: 132] established that sometimes
translators could utilize encyclopaedic knowledge in
order to interpret and explain unwritten information,
when the context may not be immediately obvious to
the target audience. These types of inferential inter-
pretations and cultural specifics that don’t exist in
the target culture must be carried out by the transla-
tor, who must be granted relative translational free-
dom and creativity, in order to achieve greater con-
textual accuracy [Sternberg 1999; Wills 1996 in
S. E. Pommer 2008]. S.E.Pommer [2008: 356]
pointed out that there were three aspects of creativi-
ty, which included novelty, appropriateness and ac-
ceptance. Sternberg [1999: 433] also proposed three
methods of thinking: synthetic thinking of new and
interesting ideas, critical appraisal and analytical and
practical thinking that identifies possible solutions
and innovative ideas that will be comprehensible for
the target audience. To sum up, the translator must
apply appropriate critical thinking and creativity in
order to provide an effective translation. This can
be particularly applied to translations that include
figurative language (e. g. metaphors, idioms, prov-
erbs, sayings and other colloquialisms) that are re-
quired for various types of literature and promo-
tional materials.

Leonardi [2010] and Vermes [2007] also warn
that the translator must avoid inconsistency and su-
perficiality in translation. Translations should not be
minimalized to simply deal with necessary encyclo-
paedic assumptions that appear within cultural con-
texts [Vermes 2007: 139]. The translator must un-
derstand the text in its entirety; otherwise the
source’s context will not be completely understood
by the target reader. The translator must be fully
aware of the fact that he is the direct interpreter,
while the target reader becomes the secondary inter-
preter, who is dependent on the translator’s accuracy
[Vermes 2007: 139]. In order to avoid superficiality,
the translator must find a way to logically transfer
the meanings of metaphors, idioms, sayings and
proverbs, when no direct translations are available.
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However, translations must still occur within the
parameters of the chosen interpretation strategy and
at least one term or cultural nuance must be main-
tained from the original context. Vermes [2007]
claimed that in order to avoid confusion and effec-
tively integrate linguistic and cultural mediation, the
translator should produce a text that is easily inter-
preted by the target reader. In this case, both for-
eignising (the strategy of retaining information from
the source text and preserving its meaning in the
target text) and/or domesticating (the strategy of
making a source text closely conform to the TL)
translation strategies could be applied [Vermes
2007; Bhabha 2000]. The translator must introduce
new aspects such as explanations of the source’s
culture, words or phrases that may not exist in the
target culture. In this research, both strategies will be
utilized and are often interwoven.

Pommer [2008] coined three strategies to carry
out translation creativity:

1. Integrational creativity of new ideas that are
subtly tied to the old ones

2. Exploratory creativity that includes knowledge
of relevant rules

3. Transformational creativity and significant ad-
aptation.

She pointed out that one translation can combine
several strategies in order to increase comprehension
and effectiveness. Pommer [2008: 364] also empha-
sized the impact of language and culture on creativi-
ty and how the translator is textually limited, there-
fore stressing that the translator must be granted a
margin of creativity, even in legal translation. There-
fore, the translator must not only be creative but
also possess the ability to identify and apply vari-
ous translation solutions [cf. Pommer 2008: 359].
Wills [1996] stated that creativity is a domain-
specific attribute and is therefore pertinent to some
translations. The degree to which creativity could
be utilized varies in terms of types of translation,
including various literature genres, commercial and
promotional materials, religious publications and
technical or legal documents. An acceptable
amount of creativity that appears in the translation
for the target reader should be congruent with the
contents of the source, yet provide corresponding
encyclopaedic knowledge and cultural specifica-
tions. This therefore increases the necessity for the
translator to possess excellent critical thinking
skills and a wide multi-disciplinary knowledge in
order to provide accurate translations [cf. Forstner
2005 in Pommer 2008: 363].

Linguistic-cultural interdependence is central to
most modern translation theories. The term “cultural
hybridity” coined by Bhabha [2000] is integral when
developing translation processes that combine ele-
ments of SL and TL. Benjamin [1996/2004: 253ff.]
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metaphorically likened translation as circular tan-
gent, where the original text starts out at one single
point but later is carried out its own way.

Belloc [1931] also depicted how to effectively
carry out translation practices by presenting six prin-
ciples:

1. Regard the work as an integral unit that is
translated in sections

2. Decode idiom by idiom

3. Translate intention by intention

4. Avoid les faux amis (false cognats)

5. Alter courageously

6. Never overstate.

In conclusion, translation is a fluid process,
which creates a new and corresponding meaning in
the TL. The translator must consider both lan-
guages’ stylistic and idiomatic norms, as well as
their cultural nuances. The translator must be
granted liberty throughout the translation process,
in order to adequately produce genuine context
[cf. Haque 2012: 108].

Data analysis

This data is generally classified into three figura-
tive speech categories:

I. Use of epithets

II. Use of metaphors

III. Use of proverbs, idioms or culturally specific
terms.

Chinese as the SL often uses vivid and expressive
language for its promotional materials and combines
several meanings into one text.

Before analyzing the following examples it is
necessary to mention that the original English trans-
lation was provided by the company and has not
been altered.

Exp. 1) A Taiwanese manufacturer of PCs for
games wrote:

Engl. The tou 2.0 instills a whole new sense of
pride and mystique to the PC Master Race Demon-
strate to your friends, colleagues or pets the illuminat-
ed internal structure. The breathtaking mirrored
chassis reveals the PC’s hardware by simply sliding
your finger to activate on/off the specialized lighting.

Russ. tou 2.0 npuBHBaeT COBEPIIEHHO HOBOE UYB-
CTBO TOPJOCTH M 3arajloyHOCTH U KOMITBIOTEPHBIX
MacTepoB TOHOK, JEMOHCTpHpys Bammm npysbsm,
KOJUIeraM WM JIOMAIHAM >KUBOTHBIM OCBEILECHHYIO
BHYTPEHHIOIO CTPYKTYpY. 3aXBaTBIBAIOIIMI IyX 3ep-
KaJIbHBIM KopIlyc packpsiBaeT yctpoictso IIK ¢ mo-
MOIIBIO MPOCTOrO JBIDKEHHS IalbIleM, YTOOBI aKTH-
BUPOBaTh BKJIIOYEHHE / BHIKIIOYEHHE CIICLHAIM3HPO-
BaHHOTO OCBEICHHS.

Engl. tou 2.0 — A New Transparent Aesthetic Sig-
nature Chassis

Sensory Gaming Unleashed!

Russ. tou 2.0 — HoBbli1 npo3pauHblif 3cTeTUUECKUit
HNMEHHOH KOpITyC-1I1acCH

CBoOomHas ceHcopHast urpal
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Three regional language aspects become apparent
in this example including strong epithets such as
‘breathtaking’ and ‘unleashed’, which was designed
to make the product appear more attractive and the
advertisement more persuasive. The use of positive
and strong adjectives is a common practice in com-
mercials and other types of promotional materials in
order to impress consumers and stress the products
superior functionality [ref. Yakovleva 2012]. Sec-
ondly, “simply sliding your finger” emphasizes the
device’s ease of use, which also contributes to the
product’s appeal, particularly for the game’s players.
However, the third characteristic of demonstrating
the device to their pets might not be something that
would be understood by Russian consumers. In Tai-
wanese society, pets (particularly dogs) are equal with
humans. In many homes, dogs and cats are treated
with respect, care and love. It is common to see the
Taiwanese, especially younger people, pushing spe-
cially made strollers for dogs, as if they were a baby.
However, in most Western societies this would be
considered unusual and would not contribute to prod-
uct appeal. In this case the translator used foreignising
translation strategy to introduce this new foreign con-
cept (cf. Bhabha 2000; Vermes 2007).

Exp. 2) A Taiwanese PC power supply unit com-
pany put the following on its website:

Engl. All other power supply need step aside as the
Commander series from In Win rolls in full force
ready for battle. Russ. Bce npyrue uctouyHuku 3iex-
TPONUTaHHUS JTOJDKHBEI OTCTYIIUTH B CTOPOHY Iepen ce-
pueit Commander u3 In Win, koTopasi B IOJIHOH cuiie
rOTOBa KOHKYpPHPOBATb.

The advertisement strongly implicates that this
company is the best manufacturer of PC power
supply units and therefore “all others should step
aside” and that they are ready to fight a battle with
other companies. This is intended to position them-
selves as the winner. In the Russian translation
‘ready for battle’ was translated as ‘ready for com-
petition’ since here the ‘battle’ metaphor means
‘market competition’. The translator decided to use
word level equivalence (cf. Baker 1992) and literal
meaning since the text didn’t provide any more in-
formation than it manufactures PCs for video
games and that in the Commander Series players
can fight.

Exp. 3) A Taiwanese electrical vehicles company
wrote:

Engl. Shu says that, with most global carmakers’
dream to build intelligent modes of personal mobility
since the Pony Express days.

Russ. Illy roBoput, 4To OONBIIMHCTBO MHUPOBBIX
aBTOIPOU3BOJUTENICH MEUTAIOT CO3/1aTh WHTEIICKTY-
albHbIE PEKUMbI JTHYHOW MOOHIBHOCTH CO BpEMEH
[Monu Dxcmpecc (Pony Express).
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This example requires the readers to utilize their
interpretive skills and encyclopaedic knowledge in
understanding that the Pony Express was an Ameri-
can mail service that operated from 1860-1861 and
delivery was carried out on horseback. The adver-
tisement also implies that after more than a century
this company may have finally found an equivalent
innovative solution with its electric wvehicles.
It sounds very impressive.

The examples below clearly illustrate that Tai-
wanese companies often utilize figurative language
in the form of metaphors.

Exp. 4) A Taiwanese online company specializing
in an awards program reminds the customers who
don’t reply to them within four weeks pose following
questions:

Engl. Vacation? Computer problems? Have Ko-
modo dragons or alligators taken over your town?

Russ. Ortmyck? IlpoGnembl ¢ KOMIBIOTEpOM?
Ha Bam ropoj Hamanu KOMOJCKUE BapaHbI WIH aJlIH-
raTtopsi?

Engl. We’re glad to help you on your way to
earning cash and rewards by sharing your opinions
with us. We make it easy for you, this isn’t rocket
surgery.

Russ. Mb1 panel momoub Bam B 3apabaThiBaHUM
JEHeT W BO3HAarpaxkIeHud, ecnu Bel mogenurecs ¢
HaAMH CBOMM MHEHHEeM. MbI obierunM Bawm 3amady,
9TO HE TaK YX CIOXKHO.

This company tried to promote its award pro-
grams in Germany, Russia and other countries. Its
instruction didn’t contain any explanation of how
points are earned, but only stated how great the pro-
gram is and how the members can access their mon-
ey at any ATM in their country. It not only sounded
untrustworthy but even suspicious. The story about
Komodo dragons and alligators also sounded child-
ish and unrealistic, especially to Westerners where
dragons are usually only objects of fairy tales. Adult
customers would consider this an exaggeration,
which would generate distrust. However, dragon
myths are common place in Taiwanese society and
dragons are often seen in advertisements. Dragons
are also auspicious creatures and behold positive
connotations for the Taiwanese and other Asian
consumers. Therefore, a foreignising translation
strategy was utilized to deal with this concept,
which provided the TL with the original context.
The many questions that were asked in the adver-
tisement gave rise to indirect connotations. The
company was aggressively reminding and reques-
ting gamers to stay active. The metaphor “rocket
surgery” (probably meaning “rocket science”) in-
sinuates something is complicated or difficult or a
process that requires intelligence. As this metaphor
is not common in Russian, it was directly translated
as ‘not very difficult’. This domesticating transla-
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tion strategy was chosen by the translator to pro-
vide a more comprehensive input in the TL [cf.
Bhabha 2000; Vermes 2007].

Exp. 5) A Taiwanese engineering company claimed:

Engl. Currently we are still coping with teething
pains as the smaller members still need technical help
from the two leaders.

Russ. B HacTosiiiee Bpemsi Mbl BCe €Il€ CIPaBIIsi-
eMCsI C «3YOHBIMH OOJISIMIY, TTOCKONBEKY O0Jiee MenKue
KOMIIAaHUU BCE €Ile HYKIAIOTCS B TEXHHYECKOW IO-
MOIIA OT ABYX JTUICPOB.

A development problem is emphasized through
the “teething pains” metaphor. This could be trans-
lated easily into other languages as everyone can
understand this problem, as babies all over the world
cry or feel uncomfortable when they are teething.
Despite the difficulties they are experiencing they
use the verb ‘cope’, which implies the company is
handling their problematic issues and therefore their
company is given a more positive context.

Exp. 6) A Taiwanese LED-manufacturer advertised:

Engl. Also with lighting generally consuming
some 30 % of all electricity used, China would be eco-
intelligent to adopt more energy-efficient lighting as
LED, especially when the pace of urbanization in Chi-
na speeds ahead, a process that inevitably builds more
office and retail structures that have a voracious ap-
petite for lighting.

Russ. YuutsiBast T0, 4TO OCBelIeHHE OOBIYHO HC-
nosip3yer okono 30 % Bcero moTpednseMoro 3iek-
TpudectBa, Kuraii Oyzaer Oonee 9KO-UHTEIJICKTyalleH,
9TOOBI HWCIIONB30BaTh Oosiee dHEprodpdexTuBHOE
OCBEII[CHHE B Ka9eCTBE CBETOANOIOB, OCOOCHHO KOT1a
TeMIlbl ypOaHu3anuu B Kurae yckopsroTcs. OTo —
MPOIIeCC, KOTOPBIM HEW30EKHO CO37aeT OOJIbIIe
O(QHCHBIX U TOPTOBBIX CTPYKTYP, UMEIOIINX HEHACHIT-
HBIH aNIeTHT K OCBELICHUIO.

Engl. The lightening industry in Taiwan needs to
develop viable alternatives to better compete against
the heavyweights.

Russ. OceruTenpHO#M poMBITIUIEHHOCTH TaiiBa-
HS HEOOXOIMMO pa3paboTaTh KU3HECTIOCOOHBIE alThb-
TePHATHBHl IS Jy4YNIed KOHKYPEHIUH C TSDKEIo-
BECaMU.

Engl. He suggested that China is Taiwan’s bread-
basket, that Taiwan’s LED-lighting manufacturers
perhaps have little choice but to rely on the vast China
market for its future.

Russ. On npeanonoxwun, uro Kurail sBisercs
xuTHULEH TaliBaHs, U 4TO y TailBAHBCKUX IPOU3BO-
JIUTENIeH CBETOAMOIHOTO OCBELICHUS, BO3MOXHO, HET
WHOTO BBIOOpa, KPOME Kak I10JlaraTbCsi Ha OTPOMHBIN
KUTAWCKHUIA PBIHOK B Oy IyIIEM.

Engl. He also believes that Taiwan’s LED-lighting
manufacturers need the government’s assistance to set
up distribution channels at home and in China, instead
of mere funding, underlining perhaps the shadier side
of doing business in China where ethical practice
takes a backseat to nepotism, horse-trading and in-
fluence-peddling.
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Russ. OH Takxke BEpUT B TO, YTO TAWBAHBCKUE
npousBogutenn CHUJI-ocBemenus HyXIal0TCs B MMOJ-
JepKKe TPaBUTEIbCTBA JJII yCTAHOBJICHUS IHCTPH-
OBIOTEpCKUX KaHAJIOB AoMa U B Kurtae, BMecTo mpo-
cToro (pMHAHCUPOBAHMSI, TTOTIYEPKUBAS BO3MOXKHO 00-
Jiee TEHHCTYIO CTOpoHy Om3Heca B Kurae, rae stude-
CKasl MpaKTUKa 3aHUMAaeT CKPOMHOE IMOJIOKEHHE IO
OTHOIIICHHUIO K KYMOBCTBY, TIOJIUTUYCCKAM MaXHWHAIIH-
SIM U BIIUSTHUIO HA MEJIKYIO TOPTOBIIIO.

Here the hyperbolized metaphor ‘voracious appe-
tite’ definitely indicates that there is a huge demand
for LEDs in China’s market and in other countries.
In Russian it was translated as ‘insatiable appetite’.
The same idea was also expressed through the meta-
phor of China being a ‘breadbasket’ or a good mar-
ket for Taiwan’s LED-lighting manufacturers, which
was translated as an easy method for gaining profit.
In order to save energy, more energy-saving solu-
tions like LEDs are needed. This was designed to get
consumers thinking about energy saving options.
The metaphor ‘heavyweights’ refers to strong com-
petitors and according to this advertisement com-
petitors in the lighting market are equivalent to box-
ers in the boxing rink. It indicates that the competi-
tion is very challenging, but the Taiwanese lighting
industry can offer viable alternatives. The following
text also describes other difficulties in doing busi-
ness in China through metaphors like ‘backseat’ or
‘horse-trading’ that were translated directly. In this
case the metaphors were not used in the TL, making
it easier for the Russian reader to comprehend.

Exp. 7) A Taiwanese car-parts manufacturer wrote:

Engl. Another indicator was the heavy foot traffic
to the CENS booth, where staff was flooded by visi-
tors asking for Taiwanese supplier information, with
such eagerness seen from the first day to the last mi-
nute of the event.

Russ. [pyruMm wuHanKaTopoM ObUIO OoibllOE
ckoruienue y ctoiku CENS, riae mocerurenu 3achlna-
JU COTPYIHHKOB BONPOCAMHU HAacdeT WH(OpPMAIHU O
TalBaHbCKUX IMOCTABIIMKAX; MIPU 3TOM TaKOW MHTEpeC
OBUT TIPOSIBIICH C MEPBOTO JTHS 0 TOCIEIHEH MHUHYTHI
BBICTABKH.

Engl. Taiwan has developed into an innovation
and development citadel for advanced, price-compe-
titive auto-electronics systems and parts.

Russ. TaiiBanb npeBpaTWics B UTaae]b HOBATOP-
CTBA M Pa3BUTHUS JUIS MEPENIOBBIX, KOHKYPEHTOCTIOCO0-
HBIX I10 1IEHE aBTO-3JIEKTPOHHBIX CHCTEM U 3aIyacTei.

Here we can see that metaphor is used not only
for promoting products, but also for promoting the
success of the company. The exhibition was de-
scribed as having ‘heavy foot traffic’ and simply
translated into Russian as being ‘crowded’.
The metaphoric phrase ‘staff was flooded by visi-
tors’ was translated into Russian by using a creative
transposition [cf. R. Jakobson 1959] with the choice
word being ‘bombarded’ (‘3a0pomens:’). This creat-
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ed impressive and convincing evidence that Taiwan-
ese car-part manufacturers have been tremendously
successful. This imagery was further developed
when it described the ‘heavy foot traffic’ as being
from ‘the first day to the last minute (not the day!)’
of the exhibition. The Taiwanese car part manufac-
turing industry is further promoted with the use of
the metaphor ‘citadel’, which creates the imagery of
a fortress, which is built with great strength and a
solid foundation. This metaphor was then directly
translated into Russian as it also has a positive
meaning in Russian society.

Exp. 8) A Taiwanese cosmetic company that treats
acne wrote:

Engl. Say goodbye to the shiny oily T-zone on
your face!

Russ. ITonpormaiitecs ¢ Onectsmeit xupaoi T-30-
HOH K01 Ha Bamem nure!

The metaphoric phrase ‘Say goodbye’ was direct-
ly translated into Russian as it was also comprehen-
sible in the target culture as the ultimate solution to
eradicate acnes.

Exp. 9) Engl. This maker is known for developing
innovative products, without much fanfare, and is
headquartered in Pali, New Taipei City in northern
Taiwan.

Russ. 3ToT npon3BoanTENIh U3BECTEH pa3paboTKa-
MU HOBaTOPCKUX M3JENHUH naxe 0e3 ocoObIx (andap.
OcHoBHOM o¢uc koMmmanuu pasmernieH B [lamm, Ho-
BbIH Taii0oit Ha ceBepe TaliBaHs.

This translation is problematic for two reasons,
first because there are two different ideas presented
in one sentence. This often occurs in Chinese writ-
ing; however in the TL, these types of sentences
should be split into two. Secondly, the metaphor
‘without much fanfare’ is vague and even controver-
sial. ‘With fanfare’ means to have great fame and
publicity, therefore it is unclear whether the compa-
ny is famous or not. It could also be interpreted that
even without fanfare the company is still known. By
adding these particles, the Russian translation be-
comes increasingly clarified.

The use of phrasal verbs or idioms is also a popu-
lar tool that is used by Taiwanese companies to at-
tract customers’ attention. The following provides
examples of this:

Exp. 10) A high-tech company wrote:

Engl. We’re supporting 11 different languages and
hundreds of offers for the BETA program alone, so
bear with us as we iron out kinks and address usabil-
ity issues. We’re fixing bugs, testing significant
changes to the workflow, and adding many new fea-
tures as we speak.

Russ. Ms1 nopnepxusaeM 11 pa3nuuHbIX A3BIKOB
W COTHH NPEAJIOKEHHH TOJBKO IS IMPOTrPaMMBbl
BETA, tak uto OynpTe TEpHECIUBBI C HAMU, KOTIa MBI
yCTpaHseM HEIoJIaIKi U pelaeM BOIPOCH! UCIIONB30-

BaHUs. MBI UCHpaBIsIeM OIIMOKH, TECTHPYeM CyIle-
CTBEHHBIC U3MEHEHHUS B pabodeM Tpolecce 1 J00aBs-
€M MHOXECTBO HOBBIX (DYHKI[HH, KAK MBI i TOBOPHM.

The synonymous idioms of ‘ironing out kinks’
and ‘fixing bugs’ means to ‘solve a problem’. This
type of informal language is quite common in the
virtual world; however, in Russian it was literally
translated as ‘solve the problem’ for easier compre-
hension.

Exp. 11) A Taiwanese video game company wrote:
Engl. Pump up your wallet or your purse.
Russ. ITononnuTe Bam komenek.

It can be considered superfluous to use a wallet
and a purse to differentiate between a man and a
woman. Therefore, in Russian it was translated as
one word. In order to shorten the translation, the
metaphor ‘pump up your pocket’ could be used. The
phrasal verb ‘to pump up’ exaggerates the amount of
money which could be earned, but it impresses the
customers.

The use of proverbs is common in Taiwanese
companies’ advertising text, which is probably due
to the fact that Chinese language is so rich in prov-
erbs. This may impede the translation due to the lack
of appropriate proverbial language in the TL.

Exp. 12)

Engl. The timeless adage “when the going gets
tough, the tough get busy” certainly applies to three
Taiwanese OA furniture parts makers.

Russ. BaeBpemeHHass MOTroBOpKa «KOT/a CTaHO-
BHTCS TPYAHO, TO CHIIBHBIE IEHCTBYIOT», O€3yCIOBHO,
OTHOCHUTCSI K TpPEeM TaWBaHBCKUM TIPOWU3BOJUTEISIM
MebenH.

Applying a domestication translation strategy, the
English proverb was descriptively translated and in
order to convey an equivalent meaning in Russian it
was translated ‘when times get tough, strong people
will act’. The Russian equivalent “cunpHble HyXOM
TpyaHocteit He O0osTcs” (Engl. ‘people with a strong
spirit do not fear challenges’) could also be applied
in the TL.

Exp. 13) Engl. Unfortunately e-management is as
rare in Taiwan’s hand tool sector as a bookkeeper in
the line with a degree from the Wharton School of
Business; even rarer still would be the establishment
of an in-house computer engineering division.

Russ. K coxanenuto, sleKTpOHHOE yIpaBJICHHE
BCTPEYAeTCsl B TAaHBaHBCKOM CEKTOpPE PYYHOTO HH-
CTPYMEHTA TaK k€ PEeIKO, KaKk OyXraiTep ¢ AUIIIIOMOM
YopTOHCKOW IMKOJNBI OW3HEca; eme OoJjiee PEeIKUM
O0bu10 OBl CO3/1aHHME COOCTBEHHOTO IOJIpa3JeIeHUs
KOMIBIOTEPHOW HHIKCHEPHH.

This informative textual style deals with how
Taiwanese companies get published in international
business magazines, in order to promote themselves
in foreign markets. It contains details that are un-
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known to many consumers. The Wharton School of
Business doesn’t mean much to most European
consumers and only if they research it on the inter-
net, they will find that the Wharton School of Busi-
ness is part of the University of Pennsylvania,
which is considered the world’s most comprehen-
sive source of business knowledge. After obtaining
this information in its entirety, it is understandable
that Taiwan hasn’t had many business people who
have graduated from this famous school. Although,
the school’s name should be translated directly, it
should be explained for consumers who do not
know what it is. In the introduction, the reader
should focus on the company’s profile and should
not be impeded with less relevant and distractive
factors.

Conclusion

Both translator and companies must understand
the importance of cultural values within the TL and
identify more effective ways to transfer cultural sali-
ence from SLs into TLs. The translation process of-
ten simplifies phrases, especially when the SL con-
tains metaphors, idioms, sayings and proverbs that
are paraphrased or omitted in the TL. Foreignising
and domesticating strategies are often used when
texts are adapted. Foreignising is used when new
terms are adopted or SL concepts are introduced in
the TL. Logical assumptions and implications based
on the translator’s encyclopaedic competence are
also crucial for effective and clear translation.
The translator must carefully read, interpret and as-
sess the context of the SL and that of the TL.
The translator must creatively and adequately main-
tain the context in the TL. Creativity and under-
standing of multiple disciplines are crucial when
providing effective translations, especially in promo-
tional materials that are rich in figurative language,
including expressive epithets, idioms, proverbs, say-
ings and metaphors etc. Therefore, the translator
must be multi-talented, competent, responsible and
flexible in order to provide a highly qualitative
translation which could contribute to the successful
marketing strategy of the company.

References

Baker M. In Other Words: A Coursebook on
Translation. New York, Routledge, 1992. 304 p.
(In Eng.)

Belloc H. On Translation. Oxford, Clarendon
Press, 1931. 15 p. (In Eng.)

Benjamin W. Selected Writings: The Task of
the Translator. Cambridge, MA, Harvard University
Press, 1923, 1996/2004, vol. 1, pp.253-263.
(In Eng.)

Bhabha H. How newness enters the world.
J. Procter (ed.) Writing Black Britain 1948—1998. An

70

Interdisciplinary Anthology. Manchester and New
York, Manchester University Press, 2000, pp. 300—
306. (In Eng.)

Cuellar S.B. Equivalence Revisited: A Key Con-
cept in Modern Translation Theory. Forma y Fun-
cion, 2002, vol. 15, pp. 60-88. (In Eng.)

Haque Z. Translating literary prose: problems
and solutions. International Journal of English Lin-
guistics, 2012, vol. 2(6), pp. 97-111. (In Eng.)

He Ch., Xiao Yu. Brand name translation in Chi-
na: An overview of practice and theory. Babel, 2003,
issue 49(2), pp. 131-148. (In Eng.)

House J. Towards a linguistic theory of transla-
tion as re-contextualisation and a Third Space phe-
nomenon. Linguistica Antverpiensia, New Series —
Themes in Translation Studies, 2008, issue 7,
pp. 149-175. (In Eng.)

Jakobson R. On linguistic aspects of translation.
R. A. Brower (ed.) On Translation. Cambridge, MA,
Harvard University Press, 1959, pp.232-239.
(In Eng.)

Leonardi V. The Role of Pedagogical Trans-
lation in Second Language Acquisition: From
Theory to Practice. Bern, etc., Lang, 2010. 179 p.
(In Eng.)

Pommer S. E. No creativity in legal translation.
Babel, 2008, issue 54(4), pp. 355-368. (In Eng.)

Sang J. & Zhang G. Communication across lan-
guages and cultures. A perspective of brand name
translation from English to Chinese. Journal of
Asian Pacific Communication, 2008, issue 18(2),
pp. 225-246. (In Eng.)

Sperber D., Wilson D. Relevance: Communica-
tion and Cognition. Oxford, Basil Oxford Blackwell,
1986. 279 p. (In Eng.)

Sternberg R.J. (ed.). Handbook of Creativity.
Cambridge, Cambridge University Press, 1999.
502 p. (In Eng.)

Vermeer H.J. Skopos and commission in transla-
tional action. A. Chesterman (ed.) Readings in
Translation Theory. Helsinki: Oy Finn Lectura,
1989, pp. 173—-187. (In Eng.)

Vermes A. The problem of cultural context in
translation and translator education. Eger Journal
of English Studies, 2007, VII, pp.129-141.
(In Eng.)

Wills W. Knowledge and Skills in Translator Be-
havior. Amsterdam / Philadelphia, John Benjamins,
1996. 256 p. (In Eng.)

Xiao F. An empirical study of figurative compe-
tence of Chinese EFL learners. American Journal of
Educational Research, 2016, issue 4(11), pp. 806—
810. (In Eng.)

Yakovleva E. Functions of attributes in transla-
tion of advertisement. International Youth Confe-
rence ‘Translation as a factor of development of sci-
ence, technology and sport in the modern world’



Axoenesa E. JI. Ducypamuenwiii 361K 6 nepesooe mausanbCKol KOMMEPYECKOU PeKaaMbl

within the Federal special-purpose program ‘Scien- Yakovleva E. The role of a translator as a cultural
tific and scientific-pedagogical personnel of innova- mediator in the promotion of Taiwanese companies
tive Russia in the years 2009-2013°, Vyatka State in the post-Soviet area. Perm University Herald.
University for the Humanities. September 5-6, 2012,  Russian and Foreign Philology, 2016, issue 3(35),
pp- 287-289. (In Eng.) pp- 75-84. (In Eng.)

OUT'YPATUBHBIN SA3BIK
B NEPEBOJIE TAUBAHBCKOM KOMMEPUYECKOM PEKJIAMBbBI

Enena JleonnnosHa SIxoBJjieBa

Ph. D., nouenT kadeapnl aHIJIMIiCKOr0 A3bIKA

SA3bikoBoii yHuBepcuTeT Bennao Yp3yaun

80793, TaiiBans, r. ['aocion, 1-ast yn. Munny, 900. elena.yakovleva75@gmail.com

ORCID: http://orcid.org/0000-0002-8485-5860
Cmamws nocmynuna 6 pedaxyuio 03.02.2020

OT0 HcclieoBaHKe MpeAcTaBIsieT co00M aHAIN3 PEKIIaMHBIX TEKCTOB TalBaHbCKUX KoMmaHui. IIpo-
IOYKIHS BKITIOYAaeT KOMIBIOTEPHBIE POTPAMMBbI M HTPBI, BRBICOKOTEXHOJIOTHYHOE KOMITBIOTEPHOE 000pY/10Ba-
HUe, MallTHHHOE 000PYI0BaHNE, 3aIT9aCTH 711 aBTOMOOWIIEH, CBETOAMOABI, KOCMETHKY H JPyTHe TOBAPHI IS
pacmpocTpaHeHus] Ha PycCKOsI3bIYHBIX phiHKax cTpad CHI', moatomy BbIXOAHBIM si3biKOM mepeBona (TL)
OBIT pycckmid s3BIK. McciiemoBaTenb coOupana TEKCTHI IMepeBoa TaAMBAaHBCKON pEKIaMbl HA MPOTSIKECHUH
Oozee gecaTu JieT. DTO HMCCIIEOBaHHE HCIONB3YET SMIMPUYECKUNA WHIYKTHUBHBIA METON M OMHpAaeTCs Ha
Takue Teopuu nepesoja kak Teopust Ckomoc [Bepmeep 1989] u teopus pekontekcryanuzanuu [Xayc 2008].
B craTbhe aHanu3upyroTcs TPYAHOCTH NEpeBOa PEKIaMHBIX MaTEPHANIOB C KUTAHCKOTO SI3bIKa KaK MCXOIHO-
ro (SL) Ha aHMHMIICKUI B KadecTBE MocpeaHmdeckoro s3bika (IL), a 3areM ¢ aHTIIMHCKOTO HA PYCCKHHA Kak
BbIX0qHOH s13bIK (TL). B 3T0M cTaThe HCCnen0BaHO KaK MOKHO Pa3BUTh MEXKKYJIBTYPHYIO KOMIIETEHLIUIO IPH
BEJCHUU MEXAYyHapOAHOro OW3Heca, MpeoJoieBas S3bIKOBbIE Oaphephbl. AHaJIM3 NAaHHBIX MOKa3aj, YTO B
TalBaHBCKHUX PEKIAMHBIX MaTepHaliaX YacTO HCIOJB3YIOTCS SIUTETHI, MeTadOphl, UAUOMBI, IIOTOBOPKUA U
MTOCIIOBHIIBI, KOTOPBIE SBISIFOTCSI HEOThEMJIEMON YacThI0 KUTAWCKON KyJIbTYyphl M pe4d. DTOT THI (UTypa-
THUBHOTO $I3bIKa HEPEAKO TPYIHO NEPEBECTU M3-3a KYJIBTYPHBIX Pa3IHUUil U OTCYTCTBHS SKBUBAJIEHTHBIX
3HAYEHUH WM HEeIOCTATOYHBIX SHIMKIONEeINYECKNX 3HaHWH. UTOOBI TOYHO TepenaTh CyTh IMEePEeBOIUMOTO
TEKCTa, MPEeIOCTaBUTh YPPEKTUBHBIE PEKJIaMHBIE MaTepUaIbl U COXPAaHUTh MPHUBIEKATEIHHOCTh TOBAPA IS
KOMITaHUI ¥ UX KOHEUHBIX MOTpEOUTENeH, MepeBOTUHK JAOJKEH CTaTh MEKKYJIBTYPHBIM MOCPEIHUKOM. DTO
HCCIIEIOBaHNE TTO3BOJIUT Pa300paThCsi B MEKBSI3BIKOBBIX U MEXKKYJIBTYPHBIX IpoOieMax M MPeIsIOKUTh Ta-
KH€ CTpaTeruy IMepeBojia, KOTOPhIE MOMOTYT MEPEBOMYNKY JOCTHYH OOJiee TOYHBIX MEPEBOJOB M CIIOCOO-
CTBOBaTh 00Jiee TIO3UTHBHBIM MEXKYJIbTYpHBIM OTHOLICHUSAM Mexny TaliBaHeM W ApYyrUMH cTpaHaMu. JlaH-
HOE MEXKYJIbTypHOE HCCIIeIOBAHHE MOMOKET JIy4llle MOHATh, KaK MOXKHO 3((eKTHBHEE MPOJIBUTAThH Taii-
BaHBCKHE TOBAPHI HA PYCCKOS3BIYHBIX PHIHKAX.

KuioueBble cj10Ba: MHOCTPAHHOE 3aMMCTBOBAHHE; KyJIbTYPHBIN MOCPETHIK; MECTHOE 3aMMCTBOBa-
HUE; NIePeBOIUECKAsI KPEATUBHOCTD; TEOPHSI PEKOHTEKCTyaIn3aun; Teopusi CKONoc; SKBUBaJICHTHOCTD; 3H-
LTUKJIONEIUYECKOe (MEXIUCIUIUIMHAPHOE) 3HAHHE.
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